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AN increasingly integrated and globalized world means that there
would be more inter-nation trade in goods and services. Increase in

international foreign trade with the passage of time is therefore a given in
today’s context. It therefore becomes all the more important to study the
behavior and attitude of consumers that are contingent on such realities
especially if it pertains to understanding the competitive edge gained by
specific nations. In the light of this perspective, considerable research has
been done on how consumers have a bias for or against goods produced
or assembled in a specific country. The level of development of the nation
in question may provide a favourable or unfavourable opinion to the
consumer about a given foreign good vis-à-vis similar goods produced in
the home country. This bias for or against, is termed as country of origin
effect. These biases generally are based on perceptions of quality of the
goods in question (Elliott and Cameron, 1994). Tse and Gorn (1993) have
shown that these effects are valid even for so-called global brands and for
new products. The existence of the country of origin effect has been
validated over time, with majority of studies in this area being in its favour.
Al-Sulaiti and Baker (1998) provide an extensive literature review of
country of origin effects and debate the issues of the magnitude of this
effect and the actual way in which this effect is incorporated. This,
according to Elliott and Cameron (1994), has not been finally settled. Here,
it is important to note that country of origin can be defined differently –
meaning the country where the headquarters of the company (the corporate
brand name) is located (Ozsomer and Cavusgil, 1991), where the goods
are produced or assembled (Bilkey and Nes, 1982; Papadopoulos, 1993)
or the country specified with the words made in (Chasin and Jaffe, 1979).
Many times the brand name is a signal of quality (Ross, 1988).

Taking forward the standardization debate popularized by Levitt
(1983), Dawar and Parker (1995) have identified major marketing
universals for consumer segments and specific product categories across
the world, considering multiple definitions of culture. They have shown
brand name, price, physical appearance and retailer reputation as major
signals of product quality. They have further showed that for some cultures
like the nation of US, brand name is the more prominent cue after studying
these universals in terms of relative and absolute importance. Interestingly,
they have left out country of origin as a cue for quality. The interaction
effects of individual, social and cultural factors along with those of product
categories and market contexts make the results of Dawar and Parker
(1995) a lot less conclusive. Thus, considering the opinion of Samiee (1994)
that certain brands have country of origin very obvious by their very name
– Sony for Japan and IBM for the US it becomes all the more interesting to
see if these quality associations differ significantly in other contexts. The
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case for studying the Indian context
has been made stronger by Batra et
al. (2000) who say that India as the
choice for local for testing such
effects is very appropriate. They
have shown the effects of brands of
local and non-local origin affect
consumer attitudes differently in the
context of developing nations after
moderating for ethnocentrism,
product category familiarity and
susceptibility to normative
influences. This they have opined
is due to the exotic connotations
attributed to non-local origin
products. However, the authors
have not taken into account the
marketing efforts behind these. Also,
the choice of products has limited
non-local origins in terms of a few
developed nations. The role of
symbolic meaning of products
beyond the brand is also a
dimension the authors have failed
to adequately address.

Considering what provides
success to firms entering the Indian
and Chinese markets Johnson and
Tellis (2008) have provided a
conceptual framework based on
firm differentiation (strategy and
resources and host-home location)
and country differentiation (host-
home location and host country
characteristics). They attribute firm
performance to historical success
measured using variables like entry
mode and timing, firm size,
economic distance, cultural
distance, country risk and openness
using suitable proxies. They find
that more openness and lower risk
reduces likelihood of success and
that China is easier to succeed in
than India. They also find that small
firms succeed more than larger ones
and reiterate that modes of entry
that provide greater control aid
firms to succeed more. They thus
encourage earlier entry. This may
not be advisable for nascent
industries or industries with no or

little foreign presence. Content
analysis complemented with other
quantitative tools like regression
help provide rigor to their research.
However, their comparison of India
and China is also questionable
considering the government, polity
and history of these two nations.
Thus, their findings cannot be easily
generalized. The changing role of
regulatory framework also needs
to be addressed adequately.
However, the role of historical
evidence of success is surely a good
guide for potential entrants to these
nations.

REFERENCES

1. Al-Sulaiti, Khalid I. and Baker,
Michael, J. (1998), “Country of
Origin Effects: A Literature
Review”, Marketing Intelligence
& Planning, 16/3, pp. 150-199.

2. Batra, Rajeev, Ramaswamy,
Venkatram, Alden, Dana L.,
Steenkamp, Jan-Benedict E.M.
and Ramachander, S. (2000),
“Effects of Brand Local and
Nonlocal Origin on Consumer
Attitudes in Developing
Countries”, Journal of Consumer
Psychology, 9, 2, pp. 83-95.

3. Bilkey, W.J. and Nes, E. (1982),
“Country of Origin Effects on
Product Evaluation”, Journal of
International Business Studies,
Vol. 8 No. 1, pp. 89-99.

4. Chasin, J. and Jaffe, E. (1979),
“Industrial Buyer Attitudes
Toward Goods Made in Eastern
Europe,” Columbia Journal of
World Business, Vol. 14,
Summer, pp. 74-81.

5. Dawar, Niraj and Parker, Philip
(1995), “Marketing Universals:
Consumers’ Use of Brand
Name, Price, Physical
Appearance, and Retailer
Reputation as Signals of
Product Quality”, Journal of

Marketing, April 1994, Vol. 58,
pp. 81-95.

6. Elliott, Gregory R. and
Cameron, Ross C. (1994),
“Consumer Perception of
Product Quality and the
Country-of-Origin Effect”,
Journal of International Marketing,
Vol. 2, 2, pp. 49-62.

7. Johnson, Joseph and Tellis,
Gerard J. (2008), “Drivers of
Success for Market Entry into
China and India”, Journal of
Marketing, Vol. 72 (May 2008),
pp. 1-13.

8. Levitt, Theodore (1983), “The
Globalization of Markets”,
Howard Business Review, 61(3),
pp. 92-102.

9. Ozsomer, A. and Cavusgil, S.
(1991), “Country-of Origin
Effects on Product Evaluations:
A Sequel to Bilkey and Nes
Review,” in Gilly et al. (Eds),
AMA Educators Proceedings, Vol.
2, Chicago, pp. 269-77.

10. Papadopoulos, N., Heslop, L.A.
and Beracs, J. (1989), “National
Stereotypes and Product
Evaluations in A Socialist
Country,” International
Marketing Review, Vol. 7 No. 1,
pp. 32-47.

11. Ross, Thomas W. (1988),
“Brand Information and Price”,
The Journal of Industrial Econo-
mics, 36 (March), pp. 301-313.

12.  Samiee, S. (1994), “Customer
Evaluation of Products in A
Global Market,” Journal of
International Business Studies,
Vol. 25, 3, pp. 579-604.

13. Tse, D.K., and Gorn, G.J. (1993),
“An Experiment on the Salience
of Country-of-Origin in the Era
of Global Brands”, Journal of
International Marketing, 1,
pp. 57-76. •




